becomes a new framework. In the area of 3G mobile phone services, for example, NTT DoCoMo, KDDI, and other world-class Japanese mobile phone carriers are actively developing strategic alliances that transcend the boundaries of industry in order to bring out new products and services. These alliances are being formed with mobile handset manufacturers, computer manufacturers, communications device manufacturers, semiconductor vendors, content providers, overseas telecommunications carriers, financial institutions, automobile manufacturers, and others (Figure 1.1) . At the same time, automobile manufacturers such as Toyota, Nissan, and Honda are looking to establish strategic alliances with such diverse industries as the IT, electric appliance, semiconductor, software, computer, steel, and the biotechnology industries in order to develop new vehicles and services that bring greater convenience and comfort for the 21st century through enhanced safety, environmental friendliness, and use of information (Figure 1 .2).
Along with pursuing profits for their existing businesses, while considering risk in an environment of uncertainty, these companies in the mobile phone and automobile industries have a dynamic view of strategy (e.g. Markides, 1997; Eisenhardt and Sull, 2001 ) that, through a process of integrating new knowledge, deliberately forms new market positions, such as new products and services or new business models, that transcend their own particular core capabilities.
An important issue facing corporations as they seek to achieve future innovation is not just to respond to changes in the environment but also to follow a process of creating an environment in which they can deliberately form a new market position. Particularly in the high-tech industry, where corporations must continue to introduce new products and services in rapidly changing environments, corporations also need the dynamic capability through a dynamic view of strategy for creating their own changes in the environment as they respond to external environmental changes (Markides, 1997 (Markides, , 1999 Chakravarty, 1997) .
However, more than ever before, the strategic advantage of corporations depends on mobilizing, combining, integrating and transforming knowledge into new high value-added products and services in a highly complex environment. At the same time, this advantage is increasingly threatened by discontinuities in the very knowledge base which is critical to long-term business success. Today's managers are thus faced with a paradox: their organizations are increasingly reliant on knowledge at a time when any knowledge-based advantage is eroding rapidly.
The research question that this book aims to address is 'What is the source of organization capability required by a corporation when it faces
